INTRODUCTION
Open-sky policy implementation at the ASEAN (Association of South-East Asian Nations) level in the near future in 2015 requires that Indonesian airlines prepare themselves to reform and innovation so as to face the competition, good competition among domestic airlines as well as the face of competition with other ASEAN airline.
Positioning analysis can be used to identify the strengths and weaknesses of each major airline service so as to explain how the services of a cost compared to its competitors (Wen and Chen 2010) . Research on positioning the airline has been done by several researchers, among others: Kaynak et al. (1994) , Gursoy et al. (2008) , Surrovitskikh and Lubbe (2008) , Wen et al. (2008) , Wen and Yeh (2010) , Campbell and Ellis (2012), Wang et al. (2014) , but according to Gursoy et al. (2005) positioning flights by using the attributes of quality of service has not been carried out, including in Indonesia.
When all airlines offer similar products that will lead to the perception that almost uniformly against all cost, making it difficult for passengers to remember the airline through a special identifier that can distinguish between one airline to another airline. Airlines should be able to differentiate themselves in the eyes of consumers by focusing on the quality of service attributes because of their long-term success depends on how well they are positioned in the market (Gursoy, Chen & Kim 2005 ).
Al Ries and Jack Trout (1986) stated that the positioning is not what you do to a products, it's what you do in the minds of customers. Way that can be done by marketers to get into the minds of consumers is to be the first then the consumer can remember the brand had in mind. Positioning is an attempt by the company to embed the product image in the minds of their consumers it should be considered that with the increasing number of product benefits offered by it will cause a risk of confusion in the minds of consumers.
According to Kasali (2007) Human interpret a product / brand through perception is associative relationships are saved through the process of sensation, so that perception plays an important role in positioning. Sumarwan (2011) says that the key to positioning is owned by the consumer perception of a product / service companies who want to be seen by the consumer. Every interaction between the passenger and the airline strongly influence their perception of the airline and the airline position in their minds, therefore attribute flight service is a vital component to the success of positioning strategy, so there is a very good understanding of consumers regarding the quality of airline services flight (Gursoy et al. 2005) . 
Quality of Service and Positioning
Airline service quality is difficult to measure and is defined as having four characteristics services paradigm called IHIP: Intangibility, Heterogeneity, Inseparability, and perishability (Lovelock and Gummeson 2004) . Quality of service has become a major concern in the service industry, especially the aviation industry, because the whole process of airline service that starts from the ticketing, 
METHODS

Research Design
Since it is impossible to obtain a database of passengers from each airline, then the sampling in this study using a non-probability sampling design, 
Data Analysis Methods
In this research, the method of analysis used This study can not be used to generalize the positioning of the airline, due to limited decisionresponder that passengers departing domestic flights only through Soekarno-Hatta Airport. Future studies should be done at some airports as well as sampling of respondents both domestic and international flights both short-haul flights and long distance, because of the needs and desires of passengers will be different.
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